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Positioning of the 2024 MTBP in the 2030 Business Plan V//E:N
2nd Stage: Laying a Path for Achieving the 2030 Business Plan

Backcasting

2024 MTBP
Establishing a trajectory
for dramatic growth

2021 MTBP
Building a new foundation
for dramatic growth

Efforts to further strengthening business found

2024 2027

2021
MORINAGA & CO. LTD.




2030 Overseas Business Targets II M

Driving overseas business expansion as a key pillar of 2030 Group-wide targets

2030 targets

Bar: Overseas sales (billion yen) [U.S.]

Line: Overseas sales ratio*!
Expanded
sales area
[Thailand] J nationwide

[Indonesia]
Withdrew from
business operations

Established Morinaga

Asia Pacific 12.7% 13.3% 13. 4%..-0"

11.2%

9.1%
7.3% 8.4% 7.6% 6.9% .39, 7-0% >

40.1
30.3 31.7
26.9
14.3 16 4

11.4 13.3 121 111 117
FY15 23 24 25 26 30

* The assumed yen conversion rate at overseas sub5|d|ar|es is: FY2025: $1USD ¥147; FY2026 and FY2030: ¥138 Forecast*? Target™

*1 The Accounting Standard for Revenue Recognition (ASBJ Statement No. 29, March 2020)” and other regulations have been applied since the 3

MOR|NAGA & CO, LTD. beginning of FY2021. Figures for FY2020 and prior years have been retroactively adjusted to reflect the application of these accounting standards.

*2 Forecast figures for the fiscal year ending Mar. 31, 2026 are as of November 12, 2025 *3 Targets as of the announcement of the 2024 Medium-Term Business Plan (MTBP) (May 10, 2024)



Market Size by Category

II MORINAGA

Categories where Morinaga holds a competitive advantage represent a significant
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Business Growth Outlook II M
Expand into other markets and categories, leveraging the success of HI-CHEW in

the U.S., the current core of sales

Jelly diinks), frozen desserts), othery
m 2025
m 2030
e | \u/y W \III//
e ENET?'?.X Chargel 7 Chargel Chargel

HYDRATING SNACK

ol B = .r. - =

U.S. Asia Europe Oceania Asia Europe Oceania

MORINAGA & CO, LTD. 5|



Overseas Growth Strategy: 6 CORES II M
Accelerating the 6 CORES growth strategy to achieve 2030 overseas target of 75.0 billion yen

Authentic

HECHEY Expand product distribution and deepen market penetration
leveraging existing HI-CHEW lines

Variants/& Gummiesjjetc:

" Expand into other categories leveraging the HI-CHEW brand

Accelerating the Frozen Desserts business overseas through unique
product offerings

Explore the rollout of wellness products aligned with global health
trends

Madelinflapani

Explore further potential through aggressive exports of products

made in Japan

MORINAGA & CO.,LTD.



Integrated 6 Cores Strategy II M

Driving the 6 Cores through product, sales, and production approaches

Bsoduck St_,ate ateg, j

Existing HI-CHEW. products
HI-CHEW brand extension .
Entry into frozen desserts Product | - .
Entry into jelly drinks and
market penetration Strategy
® Entry into wellnhess and What to sell
market penetration
B Exports of Japan-made products

Breduction
Stiateg)y

B Optimization of HI-

CHEW production areas
m Utilization of OEM

Sales) Stiateg ategy/

B Renewed growth in f
the U.S. Production
m Rapid growth in Strategy strategy

Europe and Oceania Wh |

= . ] ere/ How

B Maximize sales in Asia tocdl / ¥Vhat/dWhere/How
0 produce

MORINAGA & CO.,LTD.
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HI-CHEW 2030 Target II MORINAGA
Bringing smiles to people worldwide and becoming the world’s 5th largest soft

candy and gummy brand

l Jfapan

Brand A Brand B Brand C Brand D HI-CHEW 2030 Brand E Brand F HI-CHEW 2024 Brand G

MORINAGA & CO., LTD. Source: Global data (2024 data). Gummies and soft candy. Manufacturer sales estimated from retail value. n



Sales Stateg II M

Expanding business through category diversification in North America and Asia,

and HI-CHEW growth in Europe and Oceania
 Sales
Strategic -
Focus

Accelerated
Growth
- il

X Steady, grngt T l
Execute a brand strategy Deepen HI-CHEW market
spanning the entire Asian penetration as a global
region, including Japan growth driver and introduce
as a m,JJr I Secc ‘),Ja 7% ,)JJL]r

. other categories
"

Strategic
Focus

MORINAGA & CO.,LTD.




U.S. HI-CHEW: Challenges and Measures II M

Driving further growth by delivering new product value

Sluggish sales due to aggressive expansion by major competitors into the gummy market and the rise of emerging brands
Driving renewed growth through enhanced product development, injecting “fun” elements into branding, and a reinforced
sales structure

Products Advertising and sales , “
Authentic . ‘
: ] ] m Building a “fun” image
m Spring 2026: New products and m Fall 2026: Leveraging the "Chewbie” R ‘

activation of existing products Launch new value

products brand mascot to promote

Nell Renciil the brand’s playfulness B '

NEw
Strengthen branding ‘ = MLB
Continuing partnerships

in areas with low brand
awareness

?ﬁ'
Xl

Variants & Gummies, etc.
m2027: Launch of new and unique products

B Tapping into new sales
channels with a
reinforced sales structure

LS L =AA/

MORINAGA & CO, LTD.



HI-CHEW: Product Strategy /=N
Strengthening the brand and driving sales growth by leveraging brand equity and

expanding the product lineup

' - HI-CHEW: Authentic Strategy,
L Increase
= brand recall Expand
Leverage existing production lines to add consumer
variations capable of creating new value touchpoints
HI-CHEW: Variants & Gummies, etc. . ..
_, »ﬁt Soft candy

Create new value both within and bl
beyond the candy category by leveraging
brand equity

Other categories
Expand mind share at the point of purchase
for soft candy by increasing brand

. Brand revitalization model driven by expanded mental availability
touchpoints

MORINAGA & CO,LTD.



Status of Competing Products in the U.S. II MM
Competition is intensifying due to market entry by major U.S. companies and

emerging brands

( N\ N\
U.S. Majors Emerging Brands
Company A Company D Company E
__New___ L |
Hard candy Tie-up with sensation Healtl‘_ly
Store image not shown brand gummies athlete gummies gummies
Company B Company C Company F
New sensation Soft candy brand British tablet candy brand gummies
gummies gummies
\_ VAN J

MORINAGA & CO., LTD.



Results of U.S. Brand Awareness Survey
Upward trends across awareness, purchase intent, and favorability—driven

II MO RINAGA

especially by younger demographics (Gen Z and Millennials)

® Key metrics

80%

Awareness .
. Purchase intent
(aided recall)
m 2023 54% 20%
m 2024 57% 22%
m 2025 62% 24%

m 2023 m2024 m=2025

MORINAGA & CO. LTD. Base: All respondents (n=4,600)
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® Purchase intent (by age group)
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Europe and Oceania: Sales Status

V//E:N

Distribution is expanding across major retail chains in each country. Marketing
investments are being executed tailored to each stage.

Entered market in 2018
Distribution In select
stores of the “Big Four”
supermarket chains

Entered market in 2024
Distribution focused on
hypermarkets and
supermarkets

MORINAGA & CO.LTD.

Germany

Entered market in 2024
Distribution in'major.
drugstores

£ Switzerland

Entered market in 2021
Distribution in select
stores of  major:
supermarket chains

S . .
~=- - Australia

#

Entered market in 2019
Distribution In one: of
two major supermarket
chains

< New Zealand

Entered market in 2010
Achieved nationwide
distribution




European Countries: Status of Initiatives II MM
Implementing product rollouts and advertising measures tailored to market

conditions in each country

NIP%Z - Product
Zh N U.K. I I France Germany Strategy,
Challenges Challenges Challenges
Boosting distribution rates in each Boosting store turnover at Boosting store turnover at
channel national chains national chains

Securing consistent core shelf placement

Pan-European ¢

— *,
Soft SweefNO]
inJAPAN

Advertising Advertising Advertising

-Strengthening retail marketing Combining online and offline Expanding awareness through
-Expanding sampling events advertising to expand awareness and online advertising

boost store turnover

MORINAGA & CO., LTD.



Oceania Countries: Status of Initiatives II JR
Implementing product rollouts and advertising measures tailored to market

conditions in each country

e L . Product
Australia New Zealand Strategy,
Challenges Challenges
Improving store stocking ratio and increasing Evaluating business expansion strategies in
SKUs at national chain a saturated distribution market

Products _ Products

Advertising Advertising

Online measures designed to enhance
brand loyalty

Expanding awareness AL
through online advertising  EREa

(Localization that leverages & Wﬁﬁjﬁ%‘_ v
Japanese vibe)

MORINAGA & CO., LTD.



Production Strategy (OEMs) II M

Restructuring the HI-CHEW supply network through the commencement of

operations at the second factory in the U.S.

Production

® Maximizing each country’s supply yolume Strategy,

China market
European

market

Zhejiang . b

Operation of
Second u.s, factory

lncreasmg su
ppl
for U.s, Market y

Asia and Oceania market

MORINAGA & CO.,LTD.
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Jelly drinks

ENERGY ENERGY
Caneine Frew Gatene Free
B Vaames BVmano

Catong Froa

iy Wiy iy
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Nl :
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Jelly Drinks: Overseas Initiatives II M

Deepening presence in existing areas while expanding into nhew areas

Taiwan

__@——__

@ ENERGY ¢ VITAMIN ‘C.ul.ug;—‘;tc o VTS @ FPBER SPROSCTICS
ﬁi g i g Ste- =y '-_w-‘ W, Ak gm mes ....mi;
New
5 \wy v m/// y u/// \\lh \\lll,«y
: ‘Chargel ‘Chargel 7 Chargel  Chargel 7 Chargel
HYDRATING SNACK mnmnun SNACK HYDRATING SNACK ERHARAS RS HYDRATING SNACK
&ﬁ 'w q;tnsnm ﬁ;’l’;‘l’;ﬂdiu}ﬂ
sl emesH  petETE moREEEE  mitieme
Energy Antioxidant
T Pinsisa i
¢ ENERGY o VITAMIN
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Hong Kong and Singapore
MORINAGA & CO., LTD.




II MORINAGA

Chargel Initiatives in the U.S.

Targeting the mass market by expanding usage from sports scenes to everyday

scenarios

While acceptance in sports scenes has been confirmed, consumption in everyday scenarios is essential for
expansion into general retail channels. New SKUs are being launched amid repositioning.

Products Products
Renewal New
‘\\II/// ‘\\II/// \\\II/// v \lll 2 ‘ul/ ' \\ "/// \\\" \\ll/[’/
Chargel Chargel Chargel .-*‘c.,ﬁge. “Cha/rgel 7 Chargel  Chargel “Chargel
EEEEEEEEEEEEEEEEEEEEE HYDRATING SNACK H\'DRA11NE SNACK HYDRATING SNACK HTDMTING SNACK HYDRATING SNACK
e @ et et @ 1 2 O &
BT B et - R ~ Te a E— g EmEm gy maEeE

Antioxidant

Consumption situations
Daily snack

Positioning
Snack that is also hydrating

Consumption situations Bzl
Sports scenes < an
Positioning

Energy replenishment durlng sports

MORINAGA & CO., LTD.




in Jelly Initiatives in Taiwan II M

Expanding business through a product lineup carefully tailored to local needs and
trend-driven advertising v

Launched in 1999; continues to lead the development and expansion of the jelly drink market in Taiwan

Products m Featuring a Taiwanese baseball player to
| promote /in Jelly for both sport and
everyday occasions

® ENERGY [ ] VITAMIN . MINERAL .PROBIOTICS
mmmmmmmmmmm

in 2%

BASIC

m Rollout of products based on the needs of local
consumers

Basic: Energy, Vitamin, Mineral |
Taiwan exclusives: Probiotics, Taurine Chen Chieh-hsien
m Sponsor of World Baseball Classic

MORINAGA & CO.,LTD.
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Global Frozen Desserts Market Size II M
Market size is bigger than candy, with the U.S. and Western Europe accounting for a

significant share

m Size of global frozen desserts
market (trillion yen)

m Size of frozen desserts market by region (trillion yen)

& Western Europe - U.S.
 { | .
“ East Asia (excl. Japan)
11 m Japan
Southeast A5|a
Candy Frozen Oceania

desserts W

MORINAGA & CO., LTD. Source: Global data 2024 (1$=¥150)




Frozen Desserts Strategy II MM

Expanding the lineup of products in each country according to the brand maturity stage

Introduction stage Growth stage Maturity stage

Brand

Japan growth curve

Taiwan

New Zealand
Nl «
RN « *

*

Australia

M) L
"

MORINAGA & Cotro—



HI-CHEW x My Mochi Branding Activities II M

Leverage commonalities to link marketing activities and generate synergy effects

. No. of followers No. of followers
Facebook 210,000 Facebook 72,000
Instagram 106,000 moch| Instagram 112,000

,_ TikTOk 157 000 TikTok 730,000

EE:@E
[
Target Gen Z to MiIIenniaIs
Authentic fruit flavor, long bite feel ® Wide variety of flavors makes life
Identity & Wide variety of flavors more colorful
personality Colorful, unique, fun, @ Smooth flavor blended into fluffy rice
exceptional, cool flour
i Choose Difference, Choose Fun, )

Tag line Chew HI-CHEW! Joyfully Chill !

ROM ALL OF US AT HI-EHEW.

I’H’ '“J/u'"‘

[CRATEFULIFORICHEW!

. '. "ﬁ’" h: ul!in i ‘
[4_ "*’!

Flack Fibday sale mau..,h m"m "

~
My/Mochi tastes

MORINAGA & CO., LTD.



Frozen Desserts Strateqgy: HI-CHEW and My Mochi II MM

Mutual expansion of audiences through co-creation between HI-CHEW and My Mochi

® Sharing of the brand user bases ® Brand revitalization model driven by
expanded mental availability

Increase
brand recall Expand

consumer
touchpoints

HFCHER,

™

Products and advertisements Soft candy

INEW.

Collaborative

- Launch of collaborative productsj
products

- Joint social media marketing
activities, etc.

Other categories

INEW

Collaborative
MORINAGA & CO., LTD. products-




Frozen Desserts Strategy II MM

Entering the market through HI-CHEW brand, followed by SKU expansion

® Taiwan ranking of imported frozen desserts ® Sales trend of frozen desserts in Oceania
(Apr. — Sep. 2025) (convenience store A)

-— —_—

ICE BOX Rich Fruit and
Milk Caramel Monaka ranked
among the top sellers.

2023 2024 2025

MORINAGA & CO.,LTD.



Production Strategy (OEMs) II MM

Utilization of OEMs to build a supply system optimized for the point of consumption

i : Production
- Shorten the startup timeline Strategy,

- Control laws and regulations, tariffs, and lead times

%
% "/
&

9 In operation

9 Under consideration 29 |
MORINAGA & CO, LTD.




Toward 2030 II M

Scaling overseas business to 75.0 billion yen through geographic expansion and

category diversification

Jelly diiinks), fiezen desserts), other

e

m 2025
m 2030
\\Il/y \\"/// \"///
e Chargel 7 Chargel MCDE&I;%?I
;_v—_-_'—_:-i—”f’: 55'” i/
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U.S. Asia Europe Oceania A5|a Europe Oceanla

MORINAGA & CO, LTD.
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